The Neuroscience of Preferences by McClure, Samuel M & Riis, Jason
University of Pennsylvania
ScholarlyCommons
Marketing Papers Wharton Faculty Research
2009
The Neuroscience of Preferences
Samuel M. McClure
Jason Riis
University of Pennsylvania
Follow this and additional works at: https://repository.upenn.edu/marketing_papers
Part of the Cognition and Perception Commons, Cognitive Psychology Commons, and the
Marketing Commons
This paper is posted at ScholarlyCommons. https://repository.upenn.edu/marketing_papers/419
For more information, please contact repository@pobox.upenn.edu.
Recommended Citation (OVERRIDE)
McClure, S.M. & Riis, J. (2009). Preferences. In Sander, D. & Scherer, K.R. (Eds.), Oxford Companion to Emotion and the Affective
Sciences, 312-313. Oxford University Press.
The Neuroscience of Preferences
Abstract
The expression of preference reflects the influence of two broad modes of judgment—intuition and
deliberation (Kahneman and Frederick 2002). The intuitive mode includes emotional reactions (e.g.
Loewenstein 1996), but it also includes heuristic process which are largely perceptual or cognitive in nature.
Intuitive processes occur early in a judgment process; they are fast and largely automatic. This is in contrast
with deliberative processes which tend to occur later in a judgement process, are slower, and are more
controlled. Intuitive and deliberative processes interact with each other, although they are often in conflict,
and there is some evidence that they are anatomically separated in the brain.
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